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handling and transportable goods for centralised trade.
It is also necessary to consider whether the goods are
sold by whole truckloads or in smaller quantities, if they
are subject to sharp variations of price, and if there are
local customs or differences in taste which influence the
price of the product as between one district and another.
Finally, the position differs according to whether the
two organisations exist in the same or different countries.
Naturally, it is the second case which is the most com-
plicated, as Poisson points out in his article. This may
seem surprising at first sight, since the best-known direct
relations are those between the English consumers'
societies and the Danish marketing societies, which link
two different countries* But in this case relations have
not taken on an organic form, and the difficulties do not
begin in earnest till this has occurred.
The question most often discussed is this: how can
relations be established on a solid and durable basis
without exercising pressure on one of the two groups
or binding them more closely than is absolutely necessary?
The object to be attained is to replace purely casual
transactions due solely to a favourable competitive offer
by regular transactions independent of the market. In
certain cases the attempts made in this direction have
led to success; thus side by side with chance understand-
ings there are others based on contracts to deliver or
those which have been translated into the constitution of
a joint organ.
The simplest are the casual understandings. In these
cases thf re is no problem because the two parties simply
want to strike a good bargain and, iz£ addition, have
the pleasure of gratifying their co-operative tastes. The
question of price is settled by accepting the market price,
and no one takes the trouble to find out if the profit
realised as a result of direct relations is equitably shared
between producers and consumers.
Dreger claims that in these cases all the advantages of
the understanding go to the consumers* society. This,
however, does not seem to be universally true, especially

